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Synopsis：The　purpose　of　this　paper　is　to　examille　how　t【avel　agencies　oflbr　a　oonvenient　service　through　websites　ill｛he
eTourism　in（lustry　in　T湧wan．　Convenience　is【ecognised　as　the　key　dnver　behind　consumers’d㏄isions　tr）shop　onhne．　The
concept　of　service　oonvenien㏄has　been　discussed血dif肋nt　fields　f（）r　a　considerat）1e　t㎞e．　This　paper　synthesises　dhe　f血d血gs
丘rom　these　areas血order　t（）idendfy　the　key　ant㏄edents　and　consequences’㎞fluenchlg　servi㏄convenience．　The　concePtual
｛tmework　developed　in止e　p呂per　etm’ches　the　literature　by　iltegrating　several　key　varial）les　intO　a　silgle　thθoretical　fiamework　A
qualitative　research　approach　has　been　errrployed．　Forty　cor口pany　respondents　fh）m　eigh重een◎ompanies　and　f（）rty－five　consumers
were　inter＞iewed　in　the　pre㎞血iary　phase．　ResUltS　indicate　that　the　lntemet　enables　comnpanies　tO　proVide　service　convenien◎e　hl
temls　of　saving　tirne，　ef【brt　and　so　f（）nh　as　consumers　purchase　tr）urism　pK）ducts　onhne．　Contol　and　custr）mised　service　s㏄m　to
be　other　important　attributes　underlying　the　notion　ofconvenience　hl　the　service　in（tUstry．
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1．Introduction
　　The　rapid　growth　of　the　business－to－consumer
（B2C）　cyber　market　has　been　emerging　as　a
phenomenon　since　the　las1　decade（MIC，2007）．
Benefits　of　Intemet　shopping　are　significant　and　to　a
certain　extent，　have　changed　consumers’lifestyles．
For　example，　Intemet　shopping　is　effort　saving，
providing　easy　access，　time　and　rich　information
about　products　and　suppliers，　instant　payment　and
delivery　to　consumers’doors．　Moreover，　online
organisations　attempt　to　provide　the　same　service
quality　as　that　offered　by　bricks－and－mortar　shops．
Both　Intemet、（shopp童ng　channels）　and　online
organisations　have　raised　customer　expectations　of
online　shopping，　which　has　resulted　in　consumers
become　more　demanding　in　terms　of　the　services　they
receive．　For　example，　c耳stomers　now　expect　an　item
t・h・ve　all・f　the　expect・d・tt・ib・t…1・b・w・ll
packaged　 delivered　on　the　promised　date　and
exactly　as　ordered 　When　customers　choose　to　use　the
online　shopping　mode，　they　take　all　of　these　factors
into　consideration．　Thus，　there　is　a　need　to　make
onli e shoPPing　Practices　apPropriate　to　the　needs　of
the　c nsumer．　Th s　means　that　it　is　more　complicated
to　provide　service　convenience　in　the　on藍ine　context
than　in　the　traditional　shopping　context．　This
particular　issue　lies　at　the　heart　of　this　paper，　which
conceptualises　service　convenience．
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6　　The　concept　and　construct　of　service　convenience
has　not　been　defined　and　examined　thoroughly　in　the
literature．　Conven藍ence　has　been　discussed　separately
in　divergent　disciplines，　including　the　fields　of
Psychology（Berlyne，1957；Ste㎜，1969），
Economics（Linder，1970；Stigler，1961），　e－Commerce
（Mohammed　et　al．，2002）and　Marketing（Berry　et　a1．，
2002）．Although　researchers　in　these　fields　fbcus　on
different　perspectives　and　present　in　different　manners，
it　is　necessary　to　adopt　a　holistic　view　to
conceptualise　the　convenience　construct　as　this　may
reflect　the　reality　of　making　a　purchase　decision．
　　To　researchers，　the　crux　of　service　convenience　has
not　yet　been　clearly　identified，　nor　have　the　relative
relationships　between　antecedents　been　fUlly　explored．
Berry　et　al．（2002）propose　five嚇）es　of　service
convenience：　　　decision　　　convenience，　　　access
convenience，　　transaction　　　convenience，　　benefit
convenience　qnd　post－benefit　convenience．　It　apPears
that　these　five　types　of　service　convenience　match　the
stages　of　the　Engel－Kollat－Blackwell　mode1（EKB
Model），（Blackwell　et　al，，2001）．　However，　customers
may　not　always　make　their　purchase　decision
according　to　these　stages．　Customers　may　place
heavier　emphasis　on　the　particular　stages　that　they
regard　as　being　of　greater　importance，　and　this
process　may　be　different　depending　on　the　nature　of
products．　Consequently，　this　is　an　area　in　which　there
are　considerable　oPPortunities　fbr　study．
　　The　above　concept　is　of　interest　to　organisations
because　they　are　central　to　the　process　though　which
customers　purchase　and　consume　products　and
services．　As　such，　the　concept　is　also　linked　to
organisational　perfbrrnance，　service　quality　　and
customer　value．　If　an　organisation　can　improve　the
service　convenience　associated　with　a　particular
product　or　service，　there　is　a　likelihood　that　this　will
to　lead　to　more　favourable　outcomes．　Identifying　the
antecedents　　and　　consequence　　of　　the　　service
conv nience　construct　will　provide　a　better
understanding　　　of　　　service　　　convenience　　　for
organi ations　tha 　may　be　able　to　use　these　insights　to
improve　the　 ffectiveness　of　their　service　strategy．
2．Service　Convenience
　　Se vice　convenience　has　been　discussed　in　the
literature　since the　l　960s（e．g．　Anderson，1972；Stigler，
1961）b cause　of　the　change　in　lifestyle　characteristic
of　modern　society．　Customers　are　likely　to　purchase
something　which involves　the　concept　and　fUnction　of
being　　　　convenience－oriented．　　　　　　　　These
convenience－oriented　products　or　services　represent
t e　bene飢s　of（i）“satis取ing　some　i㎜ediate　want　or
need　and（ii）releasing　time　or　energy　fbr　alternative
us ”@（Anderson，　1972，　P．50）．　Previous　research
fbcuses　on　convenience　fbod　and　goods　orientation，
suggesting　that　customers　purchase　these　products　in
order　to　save　significant　amounts　of　time　preparing
meals　or　m㎜孟ng　house　errands（Blalock　et　al．，1999；
Cull n，　1994）．　Recently，　the　fbcus　of　research　has
shifted　from　the　in－home　shopping　mode（Darian，
1987）to　th 　online　shopping　mode（Girardθ’a1．，
2003）．Evidence　suggests　that　convenience　is　one　of
the　most　important　factors　influencing　customers　to
shop　online．　In　the　virtual　market，　customers　enjoy
the　ben fits　of　flexibility，　access，　less　shopping　time，
less　physical eff（）rt　and　rich　infbrmation．
　　It　seems　that　convenience　is　a　multifaceted
constmct（Costa　et　al．，2001；Jack　et　al。，1997；Yale
and　Venkatesh，1986）which　contains　a　number　of
sub－dimensions．　Convenience　refers　to　the
consumers’ability　to　achieve　their　goals　in　a　short
per od　of　time　with　less　effort　whenever　they　wish．　In
brie£conveni nce　apPears　to　save　customers　time，
physical　energy　and　mental　energy（e，g．　anxiety），　For
example， e　lower　the　time　costs　associated　with　a
product　or　service，　the　higher　the　perceptions　of
service　convenience．　These　are　also　associated　with
non－monetary　costs（Monroe，2003）．　When　making　a
purchase　　decision，　　the　　overall　　convenience
judgements　are　likely　to　influence　customer－perceived
value　as　well　as　the　reputation　of　business
OrganlSatlOnS．
　　Convenience　has　been　studied　in　a　number　of
disciplines　including　Psychology，　Economics　and
Marketing（e．g．　e－commerce　and　services　marketing）．
Economists　treat　time　expenditure　as　a　scarce
resource　as　well　as　economically　costly　because
customers　spend　time　during　the　purchase　searching
f（）rthe　products　or　service　they　desire，　or　waiting　to
be　served．　However，　psychologists　regard　the
perceptions　of韮oss　of　time　as　psychological　costs
because　they　result　in　the　developing　of　stress　and
anxiety　during　the　waiting　period（Kumar　et　a1。，1997）．
In　brief，　both　economic　and　psychological　costs　are
perceived　as　risks．　A　different　perspective　is　adopted
by　marketers，　who　are　concemed　with　how　consumers
value　time　and　goods．　For　example，　Kotler（1972：83）
points　out　that‘‘Americans　are　increasingly　placing
more　value　on　time　than　on　goods．”　In　this
circumstance，　customers（e。9．　working　wives）are
likely　to　purchase・convenience　products（e．9．　frozen
fbod　or　pre－cut　ingredients）to　save　them　time　in　meal
preparation．　This　leads　customers　to　place　greater
weight　on　convenience　than　on　other　factors　such　as
monetary　price　or　brand　when　making　their　purchase
decisions．
　　In　order　to　obtain　a　holistic　view　of　service
convenience，　this　paper　synthesises　the　nature　and
concept　of　convenience　from　three　disciplines：
Economics，　Psychology　and　Marketing．　The　divergent
and　convergent　convenience　theor孟es　from　these
disciplines　provides　fUrther　insights　to　help　better
understand　service　convenience　and　fUrther　develoP
the　framework．　For　example，　Jacoby　et　al．（1976）
demonstrate　　the　　importance　　of　　linking
multi・disciplines　when　exploring　time　and　consumer
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behaviour．　This　shows　it　is　possible　to　synthesise　and
Iink research　a ross　different　fields．　Therefbre，　the
present　paper　attempts　to　address　service　convenience
by　synthe sing　convenience　from　　di　fferent
disciplines　and　by　fUrther　extending　existing　research
to　a B2C　e－commerce　setting．
2－1Econom cs
　　According　to　e onomic　theory，　price　consists　of
two　maj　or aspect ：time　expenditUre　on　infomiation
acquisition（Stigler，1961）and　consumption　activities
（Becker，1965）．　Economists　including　Stigler（1961），
Mince （1963），　Monroe（2003）and　Becker（1965）
suggest　that　there　　is　a　　danger　if　researchers
overlooking　the　cost　of　time　and　energy　customers
spend　in　the　purchase　decision．　This，　in　tum，　results　in
abiased　estimation．　Thus，　the　fbllowing　equation　can
be　presented：P；p＋c，　where　P　is　the　total　price　that
customers　pay　fbr　the　product　or　service，　p　is　the
selling　Price，　and　c　is　convenience　as　well　as　the
non－monetary　costs．　The　non－monetary　cost　involves
time，　physical　energy　and　mental　energ）r．’
　　Econom st 　believe　that　non－monetary　qosts　are
quantifiable．　For　example，　time　can　be　counted　in
mathematical　units　such’as　minutes，　hours，　days　or
weeks（Le lerc　e 　aL，1995）．　However，　both　physical
and　mental ef董brt　seem　to　be　di缶cult　to　measure　and
present　in　a　numerical　manner．　Some　customers　are
likely　to　spend　more　time　searching　fbr　the　best
ava重lable　price　in　order　to　pay　Iess．　However，　people
who believe“time　is　money”may　be　willing　to　pay　a
little　more　to　get　things　done．　Consequentl）～the　total
cost （e．9．　price）　is　essentially　a　trade－off　between
selling　Price　and　convenience（e．9．　non－monetary
price）．　W i e making　decisions，　customers　can　apply
this equation　to　assess　the　options　by　examining　the
ratios　between　different　offerings　and　choosing
acc rdingly　Customers　seek　to　maximise　the　value　of
the r　individual　 tility　fUnction　at・a　particular　point　in
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consumers　do　not　always　think　of　the　ratio　ofbenefits
to　sacrifice　when　convenience　is　in　question．
Consumers　simply　feel　that　service　is　fast，　within　easy
reach，　easy　to　use，　and　so　on，
2－2Psychology
　　Customer　perception　is　considered　as　the　process　of
acquiring，　sensing，　selecting　and　organising　stimuli
（Wilkie，1994）．　In　the　Psychology　literature，　monetary
price，　time　and　energy　are　perceived　as“losses”
associated　with　risk．　Customers　may　behave
differently　when　risk　is　involved　in　their　decision．
Specificall）～customers　face　having　to　make　a
trade－off　between“gain”and“loss．”For　example，　if
the　view　that“time　is　money”is　adopted，　customers
should　perceive　tirne　is　an　intangible　resoUrce　that　can
be‘‘gained”or‘‘lost．”Subsequentl）～customers　weigh
up　the　perceptions　of　loss　relating　to　the‘‘waiting
time”or‘‘travel　time”in　the　purchase　decision．
Customers　may　choose　to　purchase　the　product　or
service　they　desire　online　in　order　to　save　themselves
ajoumey　to　the　shoP．　In　this　case，　time　and　physical
eflbrt　are　saved．　This，　in　tum，　leads　to　the　fbmling　of
the　perception　of　convenience．
　　Evidence　suggests　that　perceptions　of　convenience
may　differ　across　people（Huiθ’α1．，1998；Graham，
1981），product　type（Reibstein　et　al．，1975），　situation
（Landy　et　a1，，1991），　culture（Garretson　and』Mauser，
1963），and　income　and　Ii　fe　style（Berlylle，1957；
Kiesler，1966）．　Although　a　number　of　studies　have
been　carried　out　in　the　area　of　convenience，　little　is
㎞own　about　the　way　in　which　the　relationships
among　these　factors　influence　the　perceptions　of
convenlence．
2－3　Marketing
　　For　customers，　the　total　price　is　not　only　the
monetary　Price　they　pay；non－molletary　price（e．9．
convenience）， such　as　time，　effbrt　and　inconvellience，
are　als tak 　in o　account　and　have　direct　effects　on
cu tomers’decision－making（Monroe，2003）．　Of
particular　relev nce　here　are　the　views　of　researchers
’about　the　centrality　of　non－monetary　costs　in
consumption　to　the　concept　of　convenience（Berry　et
a1．，2002）and　their　close　connection　to　factors　such　as
time，　ef正brt　and personal　inconvenience．
　Since　the　e－commerce　boom　in　the　early　2000s，
some　 searche s　have　shi負ed　their　fbcus　from　the
traditional　B2C　market　to　the　vil加al　online　market．
The　benefits　of　the　Intemet　are　tremendous，　fbr
instance， in　ternls　of　convenience，　tirne　and　effbrt
eco omy　and　the　wealth　of　infbrmation　available
（Chen　and　Dubinsky，2003）．　Customers　are　able　to
compare　prices　and　products　across　suppliers　at　the
click　of　a　mouse　and　expand　their　geographical
shopping　area．耳owever，　the　disadvantages　of　Illternet
shopping　are　that　customers　may　get　lost　when
embedded　 n　volumes　of　information　and　numerous
options．　Th s， customers　may　spend　even　more　time
and　eff（）r 　identifシing　the　most・suitable　produρt　or
service．　A 　Roselius（1971）suggests，　customers　are
likely　to　purchase　well一㎞own　brands　in　order　to
reduce　the　risks　of　time　and　effort　loss，　meaning
customers　ar 　loyal　to　particular　brands　they　hold　in
their　minds．　It　also　indicates　that　customers　play　safヒ
strategies　 o　purchase　the　products　with　which　they
are　most　f miliar　in　order　to　avoid　the　time，　effort　or
inconvenience　wasted　in　getting　a　product　or　service
replace ．　Thus，　extrinsic　cues　play　an　important　role
at　this　point．
3．Th 　ConceptUal　Framework
　　The　previous　literature　provided　the　foundation　and
justification　for　the　conceptual　framework．　The
conceptUal　framework　has　been　based　on　previous
co cepts　of　service　convenience　by　　integrating
several　key　variables　into　a　Inodel，　which　will　be　used
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to　attempt　to　test　the　variables　simultaneously　and　to
identifソtheir　relationships．
　　Most　marketing　literature　related　to　the　explanation
of　service　convenience　has　been　developed　in　the
of〔line　setting．　Several　authors　have　suggested　that
these　frameworks　can　also　be　applied　to　an　online
setting．　Thanks　to　new　technology，　the　Intemet
apPears　to　have　an　impact　on　organisations　in　several
ways（Tapp　and　Hughes，2004）．　As　organisations　are
likely　to　be　fbrced　to　accept　these　new　developments，
it　would　seem　that　the　Intemet　influences
reIat童onships　　between　　organisations　　and　　their
customers．　In　light　of　this，　Bitner　and　Brown（2000）
argue　that　there　is　a　need　fbr　fUrther　empirical
investigation　to　determine　if　the　same　concep加al
factors　established　by　offline　service　encounters　can
also　be　apPlied　in　an　online　setting．
　　Owing　to　the　infUsion　of　technology，　increasing
product　intangibility，　security，　privacy　issues，　etc．，
online　shopping　does　not　appear　to　be　as　simple　as　the
offline　mode．　Online　customers　are　likely　to　suffer
more　psychological　and　financial　burdens　than　offline
customers．　For　example，　online　customers　may　be
worried　about　making　an　erroneous　purchase　decision
without　having　been　able　to　see　or　touch　the　actual
products（e．g．　choosing　the　wrong　size　or　incorrect
colour）．　They　may　also　be　concemed　about　credit　card
fraud，　product　delivery　　failure　　and　　computer
self」efficiency（Busch，1995）．　These　circumstances
may lead　 o　differences　in　the　measurement　of
constructs　in　the　ofnine　setting　compared　with　the
Online　COntext．
　　To　address　th 　gap　in　the　literature，　a　conceptual
仕amework　that　links　service　convenience　and　its　key
antecedent　and　consequent　factors　is　proposed，　The
conceptual　f士amework　builds　upon　previous　studies　of
convenience　by　including　sub－dimensions　relevant　to
aB2C e－commerce　setting（Becker，1965；Be解α1．，
2002；Mincer，1963；Monroe，2003；Stigler，1961）and
by　int grating　key　elements　into　the　conceptUal
食am work．　The　customer　value　derived　from　many
products　and　services　depends　on　the　amount　of　time，
e鍬）rt a d　psycho盈ogical　costs　spent　during　the
consumption． Thus 　it　is　assumed　that　the　higher　the
degree　of　servic 　convenience　that　customers　perceive
during　the consumption，　the　higher　the　customer
value　obtained．　　　　　　　　　　　　　　　　　’
?
Fig．1　．The　Framework
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4．Methodology
　　In　order　to　gain　a　detailed　picture　of　the　research
suhj　ect，　a　　qualitative　　research　　apProach　　（e，9．
魚ce－to－face　interview　and　observation）was　adopted
（Malhotra　and　Birks，1999），　While　the　literature’
review　reveals　certain　factors　affecting　service
convenience，　the　majority　of　the　literature　has　been
fbund　to　centre　on　saving　time　and　effbrt．
Consequently，　other　factors　which　have　impacts　on
service　convenience　may　have　been　neglected．　If　the
questionnaire　used　in　the　study　had　been　fbrmulated
based　solely　on　the　existing　literature，　the　research
would　be　open　to　the　criticism　of　failing　to　consider
crucial　factors．　Furthermore，　as　most　of　the　research
on　convenience　has　been　conducted　in　V）「estern
countries，　the　results　fヒom　the　research　may　have
suffered　ffom　contextual　bias　as　they　would　not
reflect　what　happens　in　Taiwan，　This　kind　of
contextualisation　is　a　critical　part　of　making　sense　of
data（Branmen，2005）．　By　adopting　the　qualitative
apProach，　the　findings　of　the　research　could　be　used
to　contribute　to　the　design　and　implementation　of　the
　　　　　　　　　　　　　　　　　　　ユsubsequent　questiomaire（Hammond，2005）．
　　The　companies　involved　in　the　study　were　selected
according　to　specific　criteria　including：company　type，
the　nature　of　the　business，　website　fUnction（i．e．
browsing　or　transacting）．　Additiollally，　the　companies
had　to　be　registered　with　the　Taiwanese　Government
and　be　accredited　by　the　Travel　Quality　Assurance
Association（TQAA）．　A　total　of　1963　companies　were
registered　with　the　Travel　Quality　Assurance
Association（see－），　Excluding　those
companies　which　were　profbssional　and　specialised
exclusively　in　in－bound　domestic　operations（e．9．91
companies）and　those　not　offering　e－business（e．g．
771　companies），　1101　fUlfilled　the　criter孟a　fbr　the
research．
　　Atotal　of　fbrty　interviews　were　conducted　with
these　eighteen　companies，　all　of　which　were　based重n
Taipei．　Th 　average　work　experience　in　the　travel　and
tourism industry　for　respondents　was　l　O．87　years。　The
interviewees　were　general　managers，　marketing
managers，　IT　staff　and　customer　service　staff．　The
interviews，　which　lasted　from　fbrty－five　minutes　to
three　hours，　w re　conducted　in　Mandarin　and
Taiwanes ．　Du ing　the　interviews，　the　managers　were
asked　to　dis uss　their　opinions　of　customer－perceived
value，　price，　quality，　sacrifice　and　satisfaction　in
relatio 　to　purchase　experience．　In　addition，　they　were
encourag d　to　speak仕eely　about　their　personal　views
on　the　custome s　and　the　development　of　the
e－touriSln market．
　　For　the　consumer　interviews，　the　researcher
contacted　three　online　associations　and　forums：The
Taip i Individual　Traveller　Association　（see
www．t ta．comtw），　The　Traveller　Infbrmation
Organisation　　（see　　－），
and Backpackers（see　www．bac　ackers．com．tw）．
However，　ve】ty　few　positive　responses　were　received．
The　researcher　sought　help　from　her　parents，　brother，
sister－in－law　and丘iends．　Only　one　interviewee　had
been　intervi wed　at　this　stage，　and　the　researcher
asked　this　in erviewee　to　identifシothers　who　had
made　a 　least　one　online　tourism　product　shopping
transaction．　Eligible　participants　had　to　be　citizens
and　permanent　r sidents　of　Taiwan，　aged　200r　over．
They　also　h d　to　have　made　at　least　one
leisure－related　Qnline　purchase　in　the　last　twelve
months．　People　in　th 　trave1－related　business，　such　as
travel　agents，　airline　staff，　hotel　employees，
advertisers　and　market　researchers，　were　specifically
excluded　fピom　these　consumer　interviews．　Finall）も
fbrty－five　consumer　interviews　were　achieved．
　　Thirteen　males　and　thirty－two　females　participated
in　the　interviews．　Most　of　these　individuals　were
locate 　in　Taipei．　Their　average　age　was　32．78　years
and　their　average　online　purchasing　travel　and　tourism
product　was　3．08　times　in　the　twelve　months　from
November／03　to　October／04．　34％　　of　these
interviewees　had　twice　experienced　purchasing　a
tourism　product　online，　while　lO％　had　three
tourism－product－purchase　experiences．　Their　average
annual　income　was　727，667　NTD，　equating　to
£12，128．（The　exchange　rate　at　that　time　was　60　NTD
to　£1）．　The　maj　ority　had　studied　at　least　to
undergraduate　level．
　　These　interviews，　each　of　which　lasted丘om　fbrty
minutes　to　one　hour，　allowed　the　researcher　to　explain
the　purpose　of　the　research　and　the　questions　to　the
consumers．　During　the　interviews，　the　consumers
were　asked　to　describe　the　process　of　their　most
recent　online　experience　and　provide　some　examples
of　the　different　stages　in　buying　（i．e．　searching　fbr
information，　comparing　products　and　suppliers，　and
consulting）．　Interviews　were　conducted　in　a
semi－stmctured　fashion．　This　method　provided　the
researcher　with　greater　oppo血mities　to　identify　and
probe　topics　that　were　particularly　relevant　to　the
research　issues　but　had　not　yet　been　included　in　the
existing　literature．　At　the　end　of　the　sets　of　interviews，
the　researcher　closed　the　discussion　and　thanked　the
respondent．
5．Findings　and　Discussion
　　AfUrther　important　point　fbr　consideration　is　the
role　of　non－monetary　price　in　the　price－value
relationship．　While　price　information　is　relatively
easY　to　convey　online，　non－monetary　price　such　as
time，　eff（）rt　and　inconvenience　are　not　so
straightf（）rward　to　measure．　Previous　research
suggests　that　the　Internet　reduces　the　search　costs　fbr
customers，　whose　aim　is　to　obtain　price　and　product
information（Bakos，1997）．　However，・customers　may
spend　eΦal　or　even　more　time　and　ef正brt　browsing
　　　　　　　　　　　　　　　　　　　　　　　　　　　　訪文
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many　different　websites．　This　point　was　made　by
several　company　interviewees，　including　VR7，　whose
company offbrs　both　traditional　and　online　services．
The　implication　is　that　the　availability　of　price
information　on　the　lnternet　means　that　customers　now
undertak 　most　of　the　work　of　salespeople，　reducing
the　company　resources　needed　to　provide　this　service．
　　In　fact，　the　maj　ority　of　consumer　respondents　are
unable　to describe　how　much　time　and　effbrt　they
spend　in　searching　for　product　and　price　information．
Only　when　recalling　their　previous　purchasing
experience， do　they　often　realise　the　extent　of　the　time
and　effort　spent　in　achieving　these　goals．　When　asked
to　consider　both　the　amount　of　money　spent，　and　the
time　and　eff（）rt　expended，　customers　simply　describe
the　time　spent　 s‘‘short”or“long”，　and　the　effbrt　as
‘‘≠モモ?垂狽≠b撃?h　or　‘‘unacceptable”．　This　re且ects　the
di伍c lty　consumers　have　in　quantifying　time　and
effort　into　mo etary　units．　However，　customers　admit
that　due　to　their busy　lives，　saving　time　and　ef董brt　are
also　impbrtant　f ctors　in　consumption．　This　indicates
that　customers　may　struggle　to　depict　the　importance
　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　コof　saving　t me　and　effbrt　when　asked　to　rate　these
fact rs　in　term 　of　importance．
　　However，　those　who　do　not　eam　a　substantial
amount　or　have　large　financial　overheads　are　likely　to
spend　more　time　and　effbrt　searching　fbr　the　best
price．　VR30，　whose　income　is　quite　low，　describes
how　she　spent　a month　looking　fbr　the　best　price：
‘‘D．．my　salary　is　not　good　and　I　want　to　have
holidays　abroad．　The　only　thing　I　can　do　to
bring　down　travel　costs　is　to　look　fbr　cheaper
flight　tickets　and　accommodation．　Once　I　have
d cided　to　have　my　holiday　abroad，　I　usually
start　searching　fbr　cheaper　flight　tickets　and
hotels　a　rnonth　befbre　the　departure　day．　I
carefUlly　check　each　website　one－by－one．　It’s
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very　time－consuming　and　tiring　but　I　always
find　　the　　cheaper　　fiight　　tickets　　and
accommodation　that　1　want．　It　really　saves　me　a
lot　of　money．　Moreover，　if　the　whole　transaction
goes　smoothly，　it　makes　me　feel　more　excited
about　the　trip．　Anyway，　I　have　a　lot　of　spare
time．　I　don’t　mind　spending　a　little　bit　more
time　and　energy　if　I　can　save　a　great　deal　of
money．”（VR30）
　　On　the　basis　of　that　statement，　although　customers
spend　more　time　and　effbrt　in　searching　fbr　the　best
price，　they　feel　satisfied　when　getting　good　value；i．e．
they　develop　a　positive　attitude　towards　the　purchase．
This　is　particularly　the　case　fbr　cost－conscious
consumers，　who　prefer　to　trade　time　and　eff（）rt　in
comparing　prices　fbr　the　best　price．　This　is　possibly
because　time　and　eff（）rt　do　not　directly　featUre　as　a
financial　cost，　and　so　customers　simply　ignore　or　fail
to　consider　the　importance　of　these　factors．　Such
丘ndings　are　consistent　with　the　work　of　Sweeney召’01．
（1999）．Moreover，　ease　of　access（convenience）and
user　control　are　two　issues　frequently　referred　to
during　the　interviews．　This　accords　with　the　work　of
by　Hoffman　and　Novak（1996），　who　observe　that
customers　are　able　to　decide　upon　timing（when　to
access）　and　content．　This　demonstrates　that
customers’垂?窒モ?垂狽奄盾獅刀@of　control　over　the　situation
are　likely　to　enhance　value．
5－1Time
　　The　availability　of　websites　24　hours　a　day／7　days　a
week，　and　not　having　to　wait　on　the　phone　to　place　an
order　make　websites　attractive　to　many　consumers．
This　is　the　most　attractive　factor　cited　by　customers
who　choose　to　shop　online．　In　fact，　companies　in　this
research　noticed　that　their　customers　may　regard　as
inconvenient　the　need　to　queue　on　the　telephone　line
awaiting　the　next　available　travel　agent．　However，　the
companies　seem　to　treat　such‘busyness’as　the　nature
of　the　tourism　industry．　Since　these　travel　agencies
av become　w red　in　the　past　five　years，　they　believe
they　are　abIe　to　shorten　the　time　of　processing　online
orders，　e ch　of　which　can　be　completed　within　two
hours．　This　is　achieved　by　sending　a　personalised
co面㎜ation　emai1，　which　states　who　is　attending
them，　and　provides　a　contact　telephone　number，　an
account　of　the　current　task　achievement　and　wa㎜
greetings．　The　findings　illustrate　that　consumers　no
longer　need　to wai 　to　be　served　on　the　phone　or　ill　the
store，　or　to　pay　if　they　choose　the　online　shoPPing
mode． Moreover，　when　it　comes　to　the　pattem　of
when　customers　are　more　likely　to　access　the　website
and　complete　transactions，　it　is　observed　that　there　are
three　peaks　in　online　ordering　every　day，　namely：the
lunch　break，　the　period　befbre　consumers　finish　work
（around　5－6　pm），　and　midnight．　This　finding　reveals
that　consumers　prefer　to　utilise　their　breaks　and
c mpl te　transactions　whenever　and　wherever　they
feel　most　conve ient．　This　is　at　variance　with　Lin’s
（2003） findings hat　travel　agencies　receive　online
orders　during　the　daytime．　This　difference　may　be
attributed o　the　distinctive　lifestyle　of　Taiwanese
consumers．
　　Furthermore，　it　seems　that　Taiwanese　customers
prefer　to　adopt　a　holistic　view　when　browsing
products　online．　Vゾhile　consumers　are　generally
browsing　the　website，　they　tend　to　see　all　package
holidays　ranging　from　luxury　to　economy．　If
consumers　look　at　the　luxury　hol孟days　first，　they　are
lik ly　to　b less　interested　in　choosing　the　econorny
optiolls．　How ver，　most　consumers　do　have　some
budg t limita ions，　with　the　average　cost　of　a　package
h liday　fbr　a　middle－class　family　being　a　heavy
financial　burden．　This　f㎞ction　therefbre　enables
consumers　to　search　fbr　aff（）rdable　holiday　products
within　their　budgets．　On　the　other　hand，　it　also
encourages　customers　to　stretch　their　budget　a　little　if
they　see　something　in　which　they　are　interested．
　　Due　to　increasing　competition　in　the　traveI　and
tourism　market，　online　companies　seek　to　of〔「er
identical　services　to　　those　of　traditional　travel
agencies　in　order　to　survive．　For　example，　many　of
the　online　companies　we　studied　claimed　that　they
offer　a　visa　apPlication　service　to　their　customers　in
the　same　way　as　their　traditional　travel　agencies．
However，　they　differ　in　so　far　as　the　online　customers
have　no　need　to　visit　their　travel　agencies　in　person．
The　online　companies　send　a　representative　to　their
customers　to　assist　with　applications．　In　other　words，
online　customers　need　only　to　complete　a　visa
application　form　and　to　provide　the　required
documents，　which　will　be　collected　f｝om　the　customer
by　the　company　representative．　When　the　visa　is
issued，　the　same　representative　will　deliver　the
passport　to　their　customers．　Some　respondents　in　this
research　pointed　out　that　such　a　service　definitely
saves　a　good　deal　oftheir　time．
5－2Eff（）rt　and　Personal　Inconvenience
　　Some　respondents　agree　that　the　Internet　can　save
consumers　effbrt　in　certain　ways．　For　example，
customers　are　saved　a　trip　to　the　store　or　from　store　to
store，　and，　of　course，　are　released　from　the　need　to
queue　and　wait　fbr　consultation．　Waiting　seems　to
affect　the　interpersonal　aspect　of　the　service　encounterL
It　is　arguable，　therefbre，　that　Intemet　infbmlation　is
less　costly　to　obtain，　requires　less　eff（）rt　and　is　often
complete．　This　minimises　the　time　and　energy
consumers　spend　waiting　thus　increasing　the
perception　of　e－service　convenience．
　　However，　other　respondents　indicate　that
consumers　spend　more　energy　in　the　online　booking
process．　It　is　necessary　fbr　consumers　to　plan　their
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joumey　ahead，　then　to　search　by　themselves　fbr　the
desir d　tourism　product　information廿om　each
website．　This　requires　consumers　to　compare　and
con ras 　th 　product　contexts　such　as　itinerary，　hotel
rooms　and ther　available　facilities．　Particular　care
may　be　needed　to　ensure　the　dovetailing　of　these
arrang ments，　especially　during　the　high　season．
When　consumers　plan　their　j　ourneys，　there　are　many
things　which　need　to　be　taken　into　account．　The　key
魚ctors　that　influence　customer　satisfaction　are：
arriving　at　the　destination，　transportation（e．9．　the　next
available　bus／train　schedule，　taxi　arrangements　or　care
hire），　hotel　arrangements（e．g．　booking　in　advance　or
through　the　central　reservation　system　at　the　airport），
and　local　tourist　infbrmation　（e．9．　excursions　and
attractions）．　In　brie£　selfしservice　technology　sublets
all　physical　duties　back　to　online　customers．　However，
customers　seem　to　be　happy　to　take　over　this　work　as
they　enjoy　the　process．
5．3Cbntrol
　　This丘nding　resonates　with　Wo臨barger　and
　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　　しGiUy’s（2000）stud｝～which　revealed　that　the　concept
of　convenience　is　closely　associated　v》ith　control　and
仕eedom．　Customers　are　able　to　browse　or　purchase
products　or　services　whenever　they　wish．　They　are　not
const ained　by　any　traditional　means　such　as　awaiting
sh ps’opening　hours　in　order　to　make　transactions．
This　implies　that　the　perception　of　conveniehce　is
飴㎜ed　based　on　consideration　of　the　arche騨al
lifesty e　 f contemporary　consumers　who　have
juggled muItiple　jobs／activities　and　have　striven　to
spend their　time　e伍ciently．　Furthermore，　given　that
the　 ature　of　tourism　products　caml6t　be　inventoried
and　many　of　the　products　are　strongly　influenced　by
the　s6ason，　the　notion　of　planning　ahead　has　become
another　 lement　associated　with　convenience　that
attracts　cus omers’attention　with　respect　to　online
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purchasing．　For　instance，　customers，　in　particular
those　who　have　school　children，　will　need　to　schedule
and　reserve　their　holidays　in　advance　in　order　not　only
to　avoid　paying　higher　prices，　but　also　to　secure　their
flights，　hotels　and　so　fbrth　in　the　peak　season．　Intemet
provides　the　customer　with　the　convenience　of　being
able　to　make　online　reservatlons　in　advance。　Another
relevant　advantage　fbr　the　customers　in　this　regard　is
that　no　immediate　payment　needs　to　be　made　after　the
entire　booking　procedure　is　accomplished．　This，　to　a
great　extent，　provides　online　customers　with　a　sense
of　flexibility　that　has　additionally　enhanced　the
perception　of　convenience．
5－4Customised　Service
　　In　this　section，　the　discussion　of　customised　service
is　concentrated　on　the　issue　of　delivery　of　the　product．
One　of　the　companies　we　studied　worked　with　a
convenience　store　chain，　namely　7－Eleven，　in　order　to
offer　its　customers　a　special　customised　service．
7－Eleven　is　recognised　as　one　of　the　most　popular
convenience　store　chains　in　Taiwan．　It　had
approximately　3352　stores　in　Taiwan　at　the　time　of
writing．　For　this　company，　7－Eleven　stores　are　utilised
as　pick－up　points　fbr　its　customers．　The　fUnction　of
the　7－Eleven　stores　can　be　briefly　illustrated　in　the
fbllow童ng　way　During　the　ordering　process，
consumers　can　opt　to　choose　delivery　methods
ranging倉om　special　delivery，　self　pick－up　ffom　the
company　or　their　nearest　7－Eleven　branch．　The
density　of　convenience　store　development　in　Taiwan
has　become　the　h孟ghest　in　the　world．　Thus，　customers
may　enter　their　home　or　o伍ce　address　in　order　to
search　fbr　their　nearest　7－Eleven　branch．　When　the
product　has　been　distributed　to　the　assigned　branch，
the　company　sends　an　email　to　inform　consumers　that
they　can　collect　their　products．　Consumers　simply
show　their　ID　when　making　collection．　This　service
obviously　benefits　a　wide　variety　of　people　and　meets
their different ated　needs．　In　brief，　such　a　service
provides　customers　with　a　sense　being　treated
specially．
　　B sed　on　the　literatUre　review　regarding　different
disciplin s　and　the　results　ffom　preliminary
face－to－ ace　interview，　key　　antecedents　and
consequences of　service　convenience　are　presented　in
Figure　2．　The　conceptual　framework　differs　from　the
previous　work　in　c rtain　ways．　For　example，　the
conceptUal　framework　involves　five　sub－dimensions：
time，　ef正brt，　personal　inconvenience，　control　and
customised　service．　Additionall｝～this　conceptual
framework　is　specifically　designed　fbr　the
－commerce　B2C　settil19．
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Fig．2The　Service　Convenience　Conceptual　Framework
　　Personal
　　　　　　　　　　　　　　　畔一．InCOnVenienCe
x＼　＼　　＼　　　＼
?
　　　＼
州
＼　＼
　　Service
Convenience
Control
i
l　CustomisedI
｛　SeMceI
－一一一．
、』@一黶QQ　　　＿＿一一／
＼ ∠／Cust。m。，＼＼
　　　　　　　　　　Value
、
6．Concluding　Remarks
　　The　paper　presents　a　conceptUal　framework　of
service　convenience　which　builds　upon　previous　work
a耳dempirical　data．　A　qualitative　research　method　is
employed．　The　findings　suggest　that　customers　are
able　to　use　the　intemet　to　save　themselves　time　when
purchasing　products　or　services　online．　The　business
organisations　are　also　able　to　offer　efficient　and
effective　service　through　their　websites．　In　order　to
stay　competitive，　these　online　organisations　attempt　to
offer　the　same　service　that　is　offered　by　traditional
companies　and　add　more　personalised　online
interactivities　fbr　their　customers．　Thus，　customers
feel　equally　comfbrtable　when　using　the　online
shopping　mode．　Evidence　suggests　that　control　and
personalised　service　are　other　strong　factors　that
attract　customers　to　shop　online．　Due　to　lifestyle
changes，　customers　are　increasingly　seeking　to　plan
ahead　and　control　their　life　with　a　click．　The　greater
the　lev l　of convenience　perceived　by　customers
when　using　web ites，　the　higher　the　level　ofyalue　that
is　retUrned．　　　　　　 　・
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